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Online shopping had risen to the third position among Malaysians who used the Internet. Typically, past 
customer online reviews were deciding factors for an online business's success or failure because online con-
sumers encountered online reviews while visiting a website, and it was a direct effect on their ability to purchase 
impulsively and online impulse buying conduct. The majority of previous research on market-generated con-
text as a factor in online impulse buying behavior had concentrated on the market-generated background. As a 
result, this research identified two types of online reviews as independent variables, namely hedonic and 
utilitarian value online reviews, and browsing and the willingness to buy impulsively as intervening and mo-
derating variables respectively. While online impulse buying behavior was the dependent variable. This study 
only involved online shoppers who had made at least one purchase on both Lazada Malaysia and Shopee 
Malaysia websites. This study took a quantitative approach, with 100 responses collected from online shoppers 
who had made at least one purchase on Shopee Malaysia and Lazada Malaysia through an online questionnaire. 
Due to the deletion of one straight-lining response, 99 responses were subjected to data analysis using Smart-
PLS software. Hedonic value online reviews influence browsing, and browsing influences urged to buy impul-
sively and directly to online impulse purchasing, according to the results. 
 
Keywords: Browsing, hedonic value online review, online impulse buying behavior, utilitarian value online 




Technology advances have made it easier for 
people to complete tasks in their daily lives. This 
included the fact that year after year, shopping 
practices are becoming more convenient. According to 
a CIA survey in 2009, 15 million Malaysians used the 
internet in 2009, rising to 17 million in 2012 (Inter-
national Telecommunication Union, 2012). As the 
country's internet use increased, the Malaysian e-
commerce industry gained a lot of information. 
Despite the many advantages of shopping online, 
consumers are hesitant to do so. As a result, consumers 
are more likely to look for previous consumer reviews 
of products and services, as well as retailers, while 
visiting a website to make purchasing decisions 
(Reimer & Benkenstein, 2016; Yang, Sarathy, & Lee, 
2016). 
In most previous online impulse purchasing 
behavior research, user factors such as website design 
and product characteristics became attractive focus 
variables (Lo, Lin, & Hsu, 2016; Rezaei, Ali, Amin, & 
Jayashree, 2016). Furthermore, empirical research 
(Zhang, Xu, Zhao, & Yu, 2018) reveals that there are 
few studies on the social effect on online purchasing 
behavior, especially in Malaysia. This research builds 
on the results of Zhang et al. (2018), which looked at 
the relationship between online reviews and browsing, 
then browsing and the desire to buy impulsively, and 
finally the desire to buy impulsively and online impul-
se buying behavior. Furthermore, this study only looks 
at customers who shop on Lazada Malaysia and 
Shopee Malaysia according to an Asean Up report 
from 2019, Lazada Malaysia and Shopee Malaysia are 
ranked first and second in monthly traffic estimates 
among Malaysian e-commerce websites. Therefore, 
this study is to identify online review towards brow-
sing, browsing towards urge to buy impulsively then 
urge to buy impulsiveness towards online impulse buy-
ing behavior based on Lazada and Shopee online sho-
ppers in Malaysia. Furthermore, this study is to identify 
the moderating effect of impulsiveness between the re-
lationship of the urge to buy impulsiveness and online 
impulse buying behavior. 
 
Online Impulse Buying Behavior 
 
There are four types of impulse purchases accor-
ding to Chen and Ku (2021): pure, reminder, sugges-
tion, and planned. "Individuals becoming erratic in 
their daily shopping patterns, resulting in impulse 
buying behavior" as reviewed by (Chen & Ku, 2021). 
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Reminder impulse buying is described as a person's 
out-of-the-ordinary purchasing behaviors that combine 
experience or product knowledge with cognitive effort 
(Zhang et al., 2018). The phenomenon of suggestion 
impulse buying occurs when people are drawn to new 
products (Chen & Ku, 2021; Zhang et al., 2018). Indi-
viduals indulge in calculated impulse buying by seek-
ing out exclusive offers to purchase items that will sa-
tisfy their desires (Chen & Ku, 2021; Zhang et al., 
2018). 
Zhang et al. (2018) found that the appended rela-
tional process has a greater effect on individuals' sug-
gestion impulse buying and pure impulse buying than 
the emotional reaction. As a result, online impulse 
buying behavior is described in this study as online 
consumers' pursuit of products or services within a 
shopping objective and an advanced arrangement that 
is influenced by online research, knowledge screening, 
and search activities (Zhang et al., 2018). 
 
Online Review 
       
Online reviews as compared to marketer-genera-
ted content such as commercials and sellers' product 
descriptions, are more persuasive to consumers and are 
similar to electronic word of mouth (eWOM) (Hussain 
et al., 2018). Consumers tend to read online feedback 
from former customers because it decreases their 
uncertainty, saves time searching for a good product, 
alleviates their dissatisfaction, and expands their 
opportunities to learn about new products (Hussain et 
al., 2018). Indeed, a previous customer's recommenda-
tion improves trust, purchasing intent, risk avoidance, 
and profits (Ladhari & Michaud, 2015; Matute, Polo-
Redondo, & Utrillas, 2016). 
Online reviews have the potential to engage a vast 
number of people all over the Internet, making them 
valuable marketing tools for retailers (Baber et al., 
2016). Since neither practical nor negative reviews 
from previous customers about products or sellers af-
fect whether or not online consumers buy, the effect of 
variation on product ratings has a significant impact on 
their purchasing decision (Engler, Winter, & Schulz, 
2015). Consumers may find relevant online feedback 
to help them meet their online shopping goals, which 
are split into two categories: practical and hedonic 
(Zhang et al., 2018). 
 
Utilitarian Value Online Review 
 
Zhang et al. (2018) describe utilitarian value as a 
task-specific value of shopping that reflects the effi-
cient purchasing of products, while hedonic value is a 
positive feeling associated with shopping. Thus, 
utilitarian value online review justifies as the 
perception of online review capable of providing 
significant value for online consumers to satisfy their 
desires (Zhang et al., 2018). According to Zhang et al. 
(2018) and Chen and Ku (2021), utilitarian value is a 
task-specific value of shopping that represents produc-
tive product buying. 
The quality of an online review can persuade a 
customer to make an online purchase (Maslowska, 
Malthouse, & Bernritter, 2017). Consumers perceive 
appropriate online review based on their shopping 
priorities based on previous reviews, which may affect 
their shopping website search and viewing goals. 
Zhang et al. (2018) justifies that the sources of online 
review capable to trigger impulsiveness buying. 
Hence, the hypothesis showed as below:  
H1:   Utilitarian Value online review positively influ-
ences browsing among Malaysian online consu-
mers. 
 
Hedonic Value Online Review 
 
Hedonic value online review justifies as the 
perception of online review capable of providing a 
sense of fulfilment on individuals' feelings for online 
consumers (Zhang et al., 2018). Besides, hedonic 
value is a pleasant feeling associated with shopping 
(Chen & Ku, 2021). 
 According to Maslowska et al. (2017), the 
content of an online review will convince a customer 
to make an online purchase. Consumers perceive 
relevant online feedback based on their shopping 
priorities based on previous reviews, which can 
influence their search and viewing goals on shopping 
websites. 
H2:  Hedonic Value online review positively influences 




       Customers can spend time searching online shops 
(Badgaiyan & Verma, 2015). As a consequence, when 
visiting a particular shopping website, online reviews 
have become important determinants of online impulse 
buying behavior (Zhang et al., 2018). This is because, 
while browsing a website, consumers may perceive 
online reviews as triggering their product needs rather 
than their shopping goals (Zhang et al., 2018). As a 
result, browsing is defined as an ideal way for Lazada 
Malaysia online shoppers to search for and screen 
information related to a specific shopping goal in this 
report (Zhang et al., 2018). 
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According to a study by Xi et al. (2016), brow-
sing the online context shared by previous customers 
in social media networks can significantly 
influence consumers' impulse buying. This can be 
explained by the fact that, as a result of the increase in 
social media use, individual buying behavior, include-
ing impulse purchases, can be affected by social 
influence (Aragoncillo & Orus, 2018).  
Browsing may justify consumers' in-progress 
diversion to search and screen on certain online 
shopping websites (Zhang et al., 2018). Furthermore, 
browsing is an unintended, warped, and driven pre-
search process (Zhang et al., 2018). Customers may 
feel compelled to buy something impulsively while 
browsing a shopping website that takes up their time. 
As a result, the following is the hypothesis: 
H3:   Browsing positively influence the urge to buy 
impulsively among Malaysian online consumers. 
 
Urge to Buy Impulsively 
 
 According to Kazempour and Lotfizadeh 
(2017), during online shopping, individuals experience 
a sense of nothing being simple, immediate, or enjoy-
able at the same time, without any logic or consequen-
ces. In other words, an impulse to buy impulsively is a 
substantial and intense desire to buy impulsively for 
people who do not want to buy online (Kazempour & 
Lotfizadeh, 2017). As a result, impulsive buying 
is described as an online shopper's sudden or spon-
taneous urge to purchase goods or services from a 
website (Zhang et al., 2018). 
The tendency to buy impulsively is caused by 
short -lived moments and is related to other urges like 
curiosity and novelty change (Kazempour & Lotfiza-
deh, 2017). To put it another way, the willingness of 
consumers to buy products encourages impulsive pur-
chases (Kazempour & Lotfizadeh, 2017). Consider 
how consumers develop short-term interest as a result 
of online feedback, which significantly increases the 
temptation to buy impulsively and contributes to online 
impulse shopping. As a result, the following is the 
hypothesis: 
H4:   Urge to buy impulsively positively influence 





Impulsiveness has been described as "both propen-
sities based on experiences spontaneous and unpredic-
table impulses to make on-the-spot purchases and it 
also to act on these felt urges with little deliberation or 
consequences evaluation" (Zhang et al., 2018). As a 
consequence, impulsivity tends to be related to a stable 
personality trait (Wadera & Sharma, 2018). To combat 
this, impulsiveness was used in this study to explain a 
one-of-a-kind strategy for online shoppers who pur-
chase products or services on the spur of the moment 
(Zhang et al, 2018). 
Individuals can hold opposing views on the 
degree of impulsivity (Zhang et al., 2018; Chen & Ku, 
2021). As a consequence, impulsiveness affects consu-
mers' intentions to shop online (Zhang, Prybutok, & 
Koh, 2006), as high impulsiveness consumers are mo-
re likely than low impulsiveness consumers to lack self 
–control in an online store environment (Zhang et al., 
2018). Furthermore, impulsivity has the power to sway 
people's natural judgement and willingness to buy on 
the spur of the moment (Zhang et al., 2018). As a con-
sequence, in this research, impulsivity can be consider-
ed a moderator, with the following hypothesis: 
H5:  The relationship between browsing and urge to 
buy impulsively will positively be moderated by 
impulsiveness among Malaysian online consu-
mers. 
 
Research Framework  
 
 




Since this study used numeric analysis, the quan-
titative methodology used in this study can be justified. 
The study's participants, according to an Asean Up 
report from 2019, are online shoppers who have made 
at least one purchase on Lazada Malaysia and Shopee 
Malaysia, which are ranked first and second in mon-
thly traffic estimates among Malaysian e-commerce 
websites. According to Hair Jr, Hult, Ringle, and 
Sarstedt (2016), the sample size in SmartPLS can be 
determined by 10 times the number of structural paths 
in the structural model that are guided at a single build. 
This study consists of six paths which indicated that 60 
responses as a fair number sample size in this study. In 
this study, all respondents were chosen using a non-
random convenience sampling process, and 100 
responses were collected using an online ques-
tionnaire. Only 99 responses were analysed using 
SPSS and SmartPLS software since one response was 
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In addition, the study employed a seven-point 
Likert scale since Finstad (2010) contrasted the 5-point 
and 7-point Likert Scales, concluding that the 5-point 
Likert Scale was unable to reliably collect data and was 
insensitive enough to record true robustness in respon-
dents' device evaluations. Frequency analysis was used 
as a function in the statistical analysis method to 
summarise the demographic profile in table form using 
SPSS software. Measurement model analysis and 
SmartPLS path coefficient are the two phases of the 
SmartPLS programme. The path coefficient tests 
whether the hypotheses in this study were approved or 
rejected, and the primary roles of measurement model 
analysis in describing the construct are reliability and 
validity. 
 




Table 1  
Summary of Demographic Profile for Online Consumers 
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Age  
20 years old and below 
21–25 years old 
26–30 years old 
31–35 years old 
36–40 years old 
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The demographic profile of the respondents in 
this study is summarised in Table 1, which shows that 
the majority of respondents are Malay women aged 21 
to 25 who are active shoppers. In terms of education, 
the majority of respondents have a Bachelor's degree, 
with a Diploma coming in second. Furthermore, 25 of 
the respondents are students and 27 are private-sector 
staff. Finally, the majority of people are likely to have 
spent between 10 and 30 minutes shopping online. 
 
Measurement Model Analaysis  
 
Table 2 
Measurement Model Result  
Constructs Item Loading CR AVE 
Utilitarian value UV 1 0.85 
0.93 0.81 UV 2 0.90 
UV 3 0.94 
Hedonic value   HV 1 0.75 
0.90 0.69 
HV 2 0.87 
HV 3 0.88 
HV 4 0.81 
Browsing  Brow 1 0.88 
0.90 0.71 
Brow 2 0.80 
Urge to Buy 
Impulsively  
Urge 1 0.93 
0.93 0.82 Urge 2 0.90 
Urge 3 0.88 







IBB 1.00 1.00 1.00 
 
Table 2 shows the results of the measurement 
model analysis in this study. Every build's factor load-
ing varies from 0.75 to 1.00, meeting Hair Jr et al. 
(2016)'s requirement that the factor loading is greater 
than 0.71. Furthermore, the composite reliability (CR) 
value for each construct in this study ranges from 0.90 
to 1.00, meeting Hair Jr et al. (2016)'s CR value 
criterion of greater than 0.70. Furthermore, in this ana-
lysis, the Average Variance Extracted (AVE) varies 
from 0.69 to 1.00, fulfilling Hair Jr et al. (2016)'s cri-
terion of AVE being greater than 0.50. To summarise, 






Discriminant Validity of Constructs (Stringent Criterion) 
 Brow HV Impusle  IBB Urge  UV 
Brow        
HV 0.81      
Impulse  0.56 0.31     
IBB 0.61 0.34 0.77    
Urge 0.79 0.51 0.73 0.54   
UV 0.46 0.72 0.07 0.16 0.28  
Note: Brow: Browsing; HV: Hedonic value; Impulse: Impulsive-
ness; IBB: Impulse buying behavior; Urge: Urge to Buy Impul-
sively; UV: Utilitarian Value 
Hong: Online Feedback Impact Online Shoppers' 
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Table 3 indicates the discriminant validity results 
in this study. According to Hair Jr et al.  (2016), the 
main function of discriminant validity is to define the 
multicollinearity problem among constructs in this 
study, and the Stringent criterion justifies a value of less 
than 0.85. As a consequence, since all of the structures 





Table 4  






t-value p-value Sig. 
H1 -0.02 0.09 0.23 0.41 No 
H2 0.60 0.09 6.45 0.00 Yes  
H3 0.28 0.09 2.99 0.00 Yes   
H4 0.52 0.09 6.26 0.00 Yes 
Note: Brow: Browsing; HV: Hedonic value; Impulse: Impulsive-
ness; IBB: Impulse buying behavior; Urge: Urge to Buy Impulsi-
vely; UV: Utilitarian Value  
 
Hypotheses 2, 3, and 4 are accepted in this study, 
according to Hair Jr et al.  (2016), since the p-value is 
less than 0.05 and the t-value is greater than 1.65 if the 
hypothesis is based on a directional hypothesis. As a 
result, hedonic value online reviews are positively 
associated with browsing, browsing is positively 
associated with the desire to purchase impulsively, and 
the desire to buy impulsively is positively associated 
with online impulse buying conduct. 
 
The Moderating Effect  
 
Table 5 
The Moderating Testing Result 
 Std. Beta Std. Error t-value Decision 
H5 -0.05 0.04 1.39 Rejected  
Note: Brow: Browsing; HV: Hedonic value; Impulse: Impulsive-
ness; IBB: Impulse buying behavior; Urge: Urge to Buy Impulsi-
vely; UV: Utilitarian Value  
 
Table 5 shows the results of the moderating effect 
of impulsiveness in this study. Since the t-value is 1.39, 
impulsiveness does not moderate the relationship bet-
ween browsing and the ability to buy impulsively. 
According to Hair et al. (2016), the appended moderat-
ing hypothesis should be defined in the directional 
hypothesis, and the hypothesis acceptance criterion 




The findings of this study are useful to a variety of 
parties, including retailers and marketers, in terms of 
understanding how online reviews influence online 
impulse buying behavior on the Lazada and Shopee 
websites. Surprisingly, utilitarian value online review 
does not give any credit among target respondents in 
this study according to the path coefficient result. while 
browsing website although Zhang et al. (2018) justifies 
the source of online review capable to trigger impul-
siveness buying among China shoppers. This aligned 
with the study from Chen and Ku (2021) stated that 
utilitarian-based consumers willing to spend time to 
find information to reduce risk uncertainty which sig-
nificantly reduced the urge to buy impulsively.  
On the other hand, hedonic value online reviews 
have an impact on the target respondents in this study 
as they visit the website. As a consequence, when 
reading online feedback on the website, target respon-
dents consider surfing as a leisure activity. This is in 
line with research by Zhang et al. (2018) and Chen and 
Ku (2021), who discovered that online users are more 
likely to browse a website if it provides a pleasant 
experience. 
Furthermore, the findings revealed that the pro-
pensity to purchase impulsively has a positive effect on 
target respondents' online impulse buying behavior. 
Zhang et al. (2018) described impulsive buying as a 
powerful behavior characterised by a strong desire to 
buy something right away, which is similar to people's 
online impulse buying behavior. This may explain 
why target respondents' online impulse purchases were 
connected to a cause online review they saw while on 
the web. 
Finally, impulsivity has little bearing on the rela-
tionship between the hedonic and utilitarian value of 
online reviews and the desire to purchase on the spur 
of the moment. According to Aragoncillo and Orus 
(2018), consumers consider impulsiveness to be higher 
in offline stores than online stores because the stimulus 
in online stores usually directly influences consumers' 
impulse buying. This could explain why the study's tar-
get respondents write online reviews, which affect their 




The goal of this study was to see how utilitarian 
and hedonic value online feedback influenced brows-
ing, how browsing influenced impulsive buying urges, 
how impulsive buying urges influenced online impulse 
buying actions, and how impulsiveness mediated 
browsing. Surprisingly, the target respondents say that 
hedonic value online reviews contribute to impulse 
purchases when they visit the website. Furthermore, 
their online impulse buying acts are influenced by their 
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website surfing. As a result, this can provide con-
vincing proof that the vast majority of Malaysian 
online customers visit websites for entertainment 
purposes. 
Even though this research provided useful infor-
mation about the Malaysian e-commerce industry. 
There are a couple of shortcomings in this study. To 
begin with, there are only 100 participants in this study 
who were unable to provide a detailed explanation of 
how online reviews influence online impulse buying 
behavior. Furthermore, the study's participants are 
regular online shoppers who have made at least one 
purchase on Lazada Malaysia and Shopee Malaysia. 
As a result, several research proposals have been 
made for the future. To begin with, future research 
should increase the number of responses to obtain 
more accurate results to better understand the effect of 
online feedback on online impulse buying behavior. 
After that, future research might focus on or a specific 
product sales channel, such as Hermo, a beauty and 
healthcare website. Finally, different target respondent 
classes, such as females and males, as well as students, 
may have varying viewpoints on online reviews and 
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